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“Starting around the 60-70s, Japa-
nese schoolgirls started developing 
“kawaii” iconography to express 
themselves in a strict schooling sys-
tem. Kawaii is a Japanese term 
meaning “cute.” Childish hand-
writing, sweet ways of speaking, 
pink, frills, lace, large eyes, bun-
nies, and cats are all aspects of ka-
waii culture. Kawaii culture be-
came more popular in the 90s and 
early 2000s. Currently it is a domi-
nant  culture for marketing where 
all ages and sexes respond positive-
ly to it.  Connotations of color are 
also different. Black and white used 
singularly means death. That is why 
UltraMilk is predominantly gray 
and white.”  

